INTRODUCTION
Movement toward a better understanding of the multi-faceted nature of novel retailing environments is important for retailers who strive to stay at the forefront of the innovative consumers (Baker, Parasuraman, Grewal, and Voss, 2002; Cronin, Brady, and Hult, 2000) .
Although much effort has been devoted to understanding brick-and-mortar retailers, a deeper understanding of the consumer decisionmaking process with respect to shopping in mobile environments is lacking. Further, the in-store kiosk opportunities continue to grow. In North America, the world's largest kiosk market, the number of units has increased from 1.82 million in 2008 to 1.85 million in 2009 to a projected 1.9 million by the end of 2010 (Cooper, 2009) .
Although the presence of kiosks has expanded, research regarding both consumer shopping behavior and appropriate promotion decisions in kiosk-related environments is scant. The authors, therefore, propose to address promotions for kiosk environments (Moerloose et al., 2005; Kim and Runyan, 2010) .
The current paper examines kiosk-based shopping behavior as influenced by risk perceptions, satisfaction, anticipated regret, and advertisement credibility, with particular focus on the female consumer. The authors' objective is to build upon existing promotional retail research that has explained gender differences in experiential shopping. More specifically, the current paper seeks to clarify the reluctance of females to shop at kiosk retailers due to risk perceptions (Krishen, Bui, and Peter, 2010) and to identify a key promotional tool (i.e. advertisements) that retail managers can use to reduce such negative predispositions.
Through an empirical framework entailing a diverse "snowball" sample of "non-students," the authors also seek to disentangle the negative perceptions that females have toward kiosks. More specifically, via a preliminary study that used a convenience sample of students, the research framework confirmed previous findings regarding females and their perceived risk of certain shopping environments such as kiosks. The main snowball study shows that, in an anticipatedregret condition, advertising credibility is a key WheN KIOSK ReTAILINg INTIMIDATeS ShOppeRS environments (as opposed to department stores), and then, by showing how advertisements must be created differently for these two environments to mitigate risk perceptions (particularly for females).
The paper begins with a review of pertinent existing literature on gender-based promotion and shopping difference, moves on to a review of regret theory as it pertains to the current study, and then offers a conceptual framework for the research. The authors briefly discuss their preliminary study-confirming females' reactions to kiosk retail environmentsfollowed by a more detailed discussion of the snowball-sample main study. Finally, the paper suggests managerially actionable implications, consequences for theory, and future research directions. The debate centers on whether such differences may be due to biological or evolutionary characteristics of the genders (Saad, 2008) or may result from socially constructed, sociological, or situational differences (Meyers-Levy and Sternthal, 1991) .
The authors of the current paper approached the subject of gender differences in shopping motivations and retail orientations with a focus on the notion of culturally and socially constructed shopping behaviors as opposed to biological and evolutionary differences.
In fact, recent research has shown that, as more women have entered workforces all over the world, more men are fulfilling traditional female shopping roles (Otnes and McGrath, 2001; Kuruvilla, Joshi, and Shah, 2009 ). Also consistent with this view, the authors maintain that shopping experience and product knowledge are at the root of the "perceived-risk-of-retailer" differences between males and females and that such differences can be mitigated over time as more males begin shopping in tandem with their female counterparts.
Based on gender schema and selfconstrual theories, existing research has shown that women shoppers tended to be more loyal to merchants, enjoyed higher levels of uniqueness and assortment seeking, browsed more, and socially interacted more than males (Noble, Griffith, and Adjei, 2006) . Studies also have shown that females valued the quality of service interactions more than males and that this value had a stronger, more direct influence on the resulting share of wallet for the retailers (Iacobucci and Ostrom, 1993; Babakus and Yavas, 2008) .
Males, conversely, tended to be more negative than females toward retail shopping, and found retailers to be appealing only if the store allowed them to "get in and out" as efficiently as possible (Campbell, 1997; Alreck and Settle, 2002) .
Thus, having a pleasurable shopping event and experiencing decision ease are more critical factors for females than males, a finding that has been confirmed in regard to e-commerce (Hansen and Jensen, 2009) . As a consequence of the development of a better understanding of gender differences, the authors have identified a shift in in-store shopping environments as retailers have moved away from a utilitarian focus to a more hedonic and experiential perspective in the setup and display within the past decade (Jones and Reynolds, 2006) . Additionally, the need to manage time before, during, and after a shopping occurrence also is an important factor for most female shoppers (Reilly, 1982) .
Polychronic-tendency analysis supports the finding that time is a key variable of consideration in the study of women's shopping behaviors, specifically in the tendency to carry out "multiple simultaneous activities" (Lindquist and KaufmanScarborough, 2004, p. 333 (Krishen et al., 2010) .
CONSUMeRS' PeRCeIVeD RISK IN NOVel

ReTAIl eNVIRONMeNTS
The likelihood of females shopping at kiosks can be enhanced if the perceptions of risk for purchasing products from this unfamiliar retailing outlet are minimized.
Perceived risk is characterized by uncertainty and consequences and defined as "an expectation of a loss" (Murray and Schlachter, 1990; Sweeney, Soutar, and Johnson, 1999) . Consumers' perceived risk often is associated with a negative relationship with their purchase intentions (Holak and Lehman, 1990 ).
Further, research findings suggest that perceived risk also has an effect on product evaluations (Campbell and Goodstein, 2001 (Dowling and Staelin, 1994) . A consumer's desire and choice of retailer are both contingent upon maximizing benefits. In fact, according to one study, one of the primary components of maximizing shopping benefits is offering of an engaging store environment and personal leisure experience (Kim and Kim, 2008) .
Research findings suggest that women have a preference for conventional retailers because of the availability of more informational cues (Eroglu, Machleit, and Davis, 2001 ). This idea is grounded in the "selectivity model," whereby females focus more on the message content, whereas males focus more on the source (Meyers-Levy and Maheswaran, 1991).
For example, in less traditional purchasing environments such as online shopping, Rodgers and Harris (2003) maintain that females may be less satisfied with their shopping experience due to the lack of perceived emotional benefits. Affective informational cues play a role in the shopping experience for females more than for males. In line with this notion, research has suggested that females evaluate promotional e-mails more favorably than males when they provide additional links, build social communication, address privacy concerns, and provide visual cues (Phillip and Suri, 2004) . Given the hesitation females have demonstrated toward shopping in less traditional retail environments such as online, the authors would expect them to have a similar response to even less traditional retailers such as kiosks.
In addition to the preference difference between the genders for retail over ecommerce, findings from previous research have shown that females perceived kiosks to be higher-risk retailers (Krishen et al., 2010) , thus suggesting that satisfaction for kiosks also would be lower for females. • "Consumers perceive products sold at kiosks to be higher in risk."
• "When buying a product from a kiosk, the consumer is taking his other chances."
• "When buying a product from a kiosk, the consumer is making a gamble."
Reliabilities for this measure were appropriate (Cronbach's alpha = 0.83).
Additionally, subjects also reported their satisfaction level with choice of retailer, which was adapted from a multiitem, seven-point scale with endpoints of "strongly disagree"/"strongly agree," for the following items (Jones, Mothersbaugh, and Beatty, 2006) :
• "Mary is satisfied with her choice of retailer."
• "Mary is content with her choice of retailer."
• "Mary is pleased with her choice of retailer."
Cronbach's alpha for satisfaction level was appropriate at 0.94.
Further, in determining construct validity, both discriminant validity and convergent validity analyses were conducted.
Based on the low and non-significant correlation (r = -0.06, p > 0.05) between the kiosk risk perception and satisfaction construct, discriminant validity was determined. Additionally, inter-item correlations for both constructs proved that items relating to each specific construct were highly correlated, suggesting convergent validity for each construct.
All inter-item correlations for each of the individual constructs were higher than the discriminant correlation, further supporting construct validity (See Tables 1 and 2 ).
PRelIMINARy STUDy ReSUlTS
Analysis of variance was conducted to assess the effects of retailer type and gender on the perception of risk and satisfaction level for products sold at kiosks (See Tables 3 and 4) .
Kiosk Risk Perception
Supporting the authors' H1 expectations, 
DISCUSSION
Results from the preliminary study and literature review confirmed that females had higher risk perceptions and lower satisfaction levels for kiosk retailers than for department stores.
These findings were consistent with existing research that showed that previous knowledge of shopping in department stores made them a more viable and trustworthy outlet for products. Additionally, given the gender differences regarding informational cues in retailing choice decisions (i.e., females are inclined to focus more on the message content whereas males focus more on the source of information), the authors contended that a department-store retailer would be preferred by females more than by males due to risk perceptions and satisfactions levels for kiosk retailers.
To address this risk issue further, the authors manipulated anticipated regret levels by providing a retail advertisement for either a kiosk or a department store.
The anticipation of regret should have magnified the differences between kiosks and department stores for males and females (see preliminary study).
In particular, this next round of research focused on showing the importance of advertisements for kiosks versus department stores. By doing so, the current study tested the authors' hypotheses with an actual sample of consumers through 
ANTICIPATeD ReGReT THeORy
In recent years, behavioral decision theorists have given some much-needed attention to the influences of regret on consumption decisions.
Regret is evoked when consumers envision or recognize that their present situation would be much better if they had chosen a different alternative (Inman, Dyer, and Jia, 1997) . Regret theory suggests that consumers feel regret when they evaluate the difference between their actual action taken versus their forgone action in relation to the present unfavorable outcome (Bell, 1982; Loomes and Sugden, 1982; Bui, Krishen, and Bates, 2011) . Drawing on the anticipated regret literature, expectation of retail price increases is associated with an increase in purchase likelihood (Tsiros and Hardesty, 2010) .
For example, if consumers see that prices continue to rise for a particular retail product, they expect this trend to continue into the near future. Due to the anticipation of regret for having to potentially buy this retail product at a higher price tomorrow, she or he is more likely to buy the product today to avoid affective behavioral responses containing negative valence: future regret.
More specifically, research studies have posited that anticipated regret has an impact on brand preferences and the timing of purchases (Simonson, 1992) . Recent research findings showed that anticipated regret of an inaction is the reason for consuming (Sevdalis, Harvey, and Yip, 2006; Tsiros, 2009) ; that is, the thought of not purchasing a product can produce such discomfort (i.e., anticipated regret) that the reluctance of not buying the product at the present situation is overcome by the action to purchase. To mitigate such discomfort, taking the action to purchase the product during the present situation is deemed to be a better option than potentially regretting the choice of inaction in the future. Beyond retailing preferences, processing of advertisements for retailers varies depending upon gender differences.
Research has shown that processing advertisement information is subjective among audiences (Kenyon, Wood, Parsons, 2008) . One study, in particular, maintained that in processing advertisements, the effectiveness of an advertisement was attributed to how well the advertisement captured the sense of "self" for the individual viewing the advertising message (Tsai, 2005) . • "The scenario presented to me caused me to anticipate the regret of where I chose to buy my sunglasses."
• "The scenario presented to me did not cause me to anticipate the regret of where I chose to buy my sunglasses"
(reverse coded).
• "I was worried to find out the outcome of my retailer purchase decision for my sunglasses."
• "I was concerned to find out the out- To induce anticipated regret, all participants were exposed to hypothetical purchase-decision scenario manipulations of regret moderately (Kahneman and Tversky, 1982; Simonson, 1992) . Participants were asked to imagine that they were placed in the hypothetical scenario presented to them. Based on the scenario presented, participants were instructed to complete the remainder of the survey. disagree"/"strongly agree" for the following items " (Krishen et al., 2010) :
• "Consumers have high expectations for products sold at department stores."
• "Consumers have low expectations for products sold at department stores."
• "Consumers have high hopes for products sold at department stores."
The second item for the measure was reverse-coded. Appropriate reliabilities were found for department store product expectations (Cronbach's alpha = 0.72). Additionally, subjects reported their responses to advertisement credibility using a multi-item, seven-point scale consisting of endpoints "strongly disagree"/"strongly agree" for the following items:
• "The claims in the advertisement are true."
• "I believe the claims in the advertisement."
• "The advertisement is sincere." Tables 5 and 6 ).
All inter-item correlations for each of the individual constructs were higher than the discriminant correlation, thus supporting construct validity.
MAIN STUDy ReSUlTS
Analysis of variance was conducted to assess the effects of anticipated regret, retailer advertisement and gender on department store product evaluations and advertisement credibility. Results are presented in Tables 7 and 8 . 
DISCUSSION
The combination of the preliminary study results with those of the authors' main study highlights a number of important points:
• In the preliminary study, females reported a higher level of satisfaction with department stores than males, whereas this difference was not found for kiosks.
• To further clarify gender differences, department store expectations were measured in the main study and, again, females indicate higher department store expectations than males.
• This difference was attenuated when they were presented with a department store advertisement. • context-dependent importance weights,
• inherent risk, which is situation-specific, and
• individual factors.
As such, gender is an individual factor that can affect psychosocial processing, and a kiosk is a situation-and context- The results also suggest that satisfaction levels need to be improved and that risk perceptions need to be reduced for kiosk retailers, particularly for female shoppers.
By understanding the role that females play in decision making, kiosk retailers may be able to improve female satisfaction levels for purchasing at such mobile retailers.
Extant research finds that women are multi-taskers because of the gender roles they play (Lindquist and KaufmanScarborough, 2004 Wolin, 2003) .
In short, the central contribution of this paper is that, as the growth of nontraditional retailing outlets continues in modern society, the current study provides a broader understanding of gender effects and risk-reducing alternatives in more novel retailing promotional environments. to buy a new pair of sunglasses at her local department store. However, as she was strolling through the mall that day, she decided to buy a pair at a kiosk instead. At the time, she was quite happy and satisfied with her purchase decision.
SCeNARIO: DePARTMeNT STORe
Imagine that Mary is on the market for a new pair of sunglasses. She was just going to buy a new pair of sunglasses when she goes to the mall. As she was strolling through the mall that day, she came across a sunglasses kiosk and considered buying a pair from a kiosk. Instead, she changes her mind, and buys a pair of sunglasses 
